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Contract Negotiation Techniques

Introduction to Negotiations
C

hapter 1

Federal Acquisition Institute
G

eneral Services Adm
inistration



1-2
8/25/95

Classroom
 Negotiations

•
Everybody G

ets to Negotiate!

•
“Used Car” Individual Case

•
G

roup Cases:
“Protecto”

“Scan”

“Coburn-Callaw
ay”

“Airm
ac”

•
Im

portance of Role Playing Requirem
ents



1-3
8/25/95

Negotiation W
orkshop

•
Introduction

•
Negotiation Process:  Factfinding, Preparation, and Conduct

•
Nonverbal Negotiating

•
Bargaining Techniques (Rules on W

hat and W
hat Not to Do)

•
Negotiation Tactics

•
Com

petitive Discussions

•
Post Aw

ard Negotiating (M
odifications & Term

inations)
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G
rading Policy

•
25 points m

axim
um

•
Exam

ination (15 points)

•
Participation (10 points) consisting of:

–
Roleplaying requirem

ents

–
Attendance

–
Punctuality

–
Individual case preparation
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Negotiation M
eans Bargaining

“as a procedure that includes the receipt of proposals from
 

offerors, perm
its bargaining, and usually affords offerors 

an opportunity to revise their offerors before aw
ard of 

contract.  Bargaining --in the sense of discussion, 
persuasion, alteration of initial assum

ptions and positions, 
and give-and-take -- m

ay apply to price, schedule, 
technical requirem

ents�, type of contract, ot other term
s of 

a proposed contract.”

FAR 15.102

T
ext  1.1, page 3
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Negotiation Concept

•
Negotiation is a process of com

m
unication w

hereby both 
parties attem

pt to reach a m
utually satisfactory agreem

ent 
on a m

atter of com
m

on concern.

•
Special relationship exists because each side has 
som

ething the other side desires

•
Behavioral science not to be confused w

ith “Dictation”

•
 “You have to give to get”

S
ection 1.1
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Negotiation Success Factors

•
The peculiar circum

stances 
surrounding each negotiation

•
Bargaining skills of the negotiators

•
M

otivation and fairness of each party

•
W

illingness to m
ake concessions 

T
ext 1.1, p. 5-6
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Possible Negotiation O
utcom

es

•
W

in/Lose O
utcom

es

•
W

in/W
in O

utcom
es

•
Lose/Lose O

utcom
es

T
ext 1.2, p. 7
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•
Highly com

petitive negotiations

•
M

istrust and gam
esm

anship

•
O

ne party appears to do m
uch better

•
Additional business unlikely

W
in/Lose O

utcom
es

T
ext 1.2, p. 7
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•
G

reater trust and less com
petition

•
Both parties achieve long term

 
satisfaction�

•
Preferred FAR outcom

e

•
Better results and lasting relationships

W
in/W

in O
utcom

es

T
ext 1.2, 8
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•
Perm

anent im
passe or deadlock

•
Big loss for both sides

•
G

overnm
ent loses unique product or 

service

•
Contractor loses contribution incom

e

Lose/Lose O
utcom

es�

T
ext 1.2, p.8-9
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•
W

in/W
in or W

in/Lose determ
ined by 

perception

•
O

utcom
e type in “Eyes of the 

beholder”

•
Perception m

ore im
portant� than 

actual contract dollar am
ounts

T
ext 1.2, p.9

Im
portance of Perception
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Negotiation Styles

•
Prim

ary influence on perception of outcom
e 

•
W

in/Lose styles likely result in w
in/lose outcom

es

•
W

in/W
in outcom

es m
ore likely w

ith w
in/w

in styles

T
ext 1.2, p.9
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Spectrum
 of Negotiation Styles

•
M

ost negotiations represent com
bination of styles

•
W

in/w
in outcom

e m
ore likely the higher the 

proportion of w
in/w

in com
pared to w

in/lose styles
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W
in

/W
in

W
in

/L
o

se

T
ext 1.2, p.9-10
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Com
parison of Negotiation Styles

W
in

/W
in

W
in

/L
o

se

G
o

al
O

btain a deal acceptable to 
both sides, including a fair 
and reasonable price

O
btain a best possible deal for 

your side regardless of 
consequences to the other side

F
o

cu
s

S
olve m

utual problem
s

D
efeat the other party

E
n

viro
n

m
en

t
C

ooperation and trust
M

istrust and gam
esm

anship

N
eg

o
tiatio

n
 

C
h

aracteristics
• R

esolve conflict

• O
btain both short and  long-

term
 satisfaction

• E
stablish cordial relations

• C
om

bine sincere efforts to 
satisfy the other side and 
solve problem

s

• M
ake extrem

e initial 
dem

ands

• U
se deceptive ploys

• M
ake stingy or no 

concessions

• A
ttem

pt to w
in argum

ents� 
instead of agreem

ents

T
ext 1.2, p.11
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O
verriding Negotiation Them

es

•
Think W

in/W
in

•
Sell Your Position

•
W

in Agreem
ents Instead of 

Argum
ents�

•
Everything is Negotiable

•
M

ake It Happen

T
ext 1.3, p.12
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O
verriding Negotiation Them

es

•
Param

ount objective

–
Display w

in/w
in attitudes

–
Use w

in/w
in styles

–
Avoid bargaining ploys or 
deceptions

Think W
in/W

in

T
ext 1.3, p.12
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O
verriding Negotiation Them

es

•
Be persuasive

•
Be respectful and polite

•
“Sales” are m

ore likely w
hen custom

er 
likes and respects salesperson

Sell Your Position

T
ext 1.3, p.12
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W
in Agreem

ent Instead of Argum
ent�

•
Arguing is a  sign of w

in/lose 
negotiators

•
Don’t w

in argum
ent and lose sale

•
Persuasion depends on both logic and 
the m

anner of presentation

O
verriding Negotiation Them

es

T
ext 1.3, p.12
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Everything is Negotiable

•
No position is sacred and off 
lim

its if it prevents a fair and 
reasonable settlem

ent

•
Use com

m
on sense and be open 

to negotiate all issues O
verriding Negotiation Them

es

T
ext 1.3, p.12
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M
ake it Happen

•
Be creative and courageous

•
As agent for governm

ent, you 
have been entrusted to secure 
deal

•
W

hen agreem
ent benefits 

outw
eigh costs

Find a W
ay!!!! O

verriding Negotiation Them
es

T
ext 1.3, p.12


